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1 Introduction 
The author of this thesis has been an international student of tourism at Haaga-Helia 
University of Applied Sciences (Porvoo Campus). During the studies, the author de-
veloped a strong interest in the aviation business. Following such personal interests, 
the topic of this thesis is airlines` ancillary services, particularly their distribution via 
direct channels and their consumption by generation Y. 
 
The thesis has been commissioned by Amadeus, who represent a leading provider of 
IT solutions for the travel and tourism industry. Amadeus has a strong focus on two 
areas: global distribution system and IT Solutions for business. (Amadeus, 2015) 
 
The topic of the thesis, distribution of ancillary services, is a very current topic and 
attracts a lot of discussion across all the travel and tourism industry. For Amadeus, 
ancillary services present many business opportunities as Amadeus has the right exper-
tise to enable their distribution. That is why this thesis was commissioned as a part of 
an umbrella thesis group to look closer at direct distribution channels and at generation 
Y.  
 
Ancillary services are, to put it simply, all additional services a passenger is able to pur-
chase on top of his/her airline ticket. Depending on the fare type, cabin class, air carri-
er and frequent flyer tier level, these services might be already included or may be of-
fered for additional purchase. Common ancillary services would be e.g. a seat with ex-
tra leg room, lounge access, meals, baggage or in-flight entertainment and Wi-Fi. 
(Benckendorff, Sheldon, & Fesenmaier, 2014) 
 
In early 2000’s all service elements would be included in the fare – the actual ticket, 
baggage, meals, seat choice. Nowadays, business models evolved in the airline industry 
and airlines are unbundling their products into separate services to be sold to passen-
gers on top of the core product. This development probably can be explained by a 
tense economic context of airline markets, where a lot of passengers are attracted by 
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lower costs and by more freedom to choose what services go into their shopping 
baskets when they purchase their airline tickets.  
 
The first airline in Europe who started offering separate ancillary service ―atti-
tude/revenue‖ was a low cost airline Ryanair, and since then most of airlines have 
started to change their selling priorities in the same way – unbundling their services 
into ticket fee and other fees in order to compete with low cost carriers.  Now ancillary 
revenues are growing year by year, resulting in as much as 1/3 of total revenue of their 
respective airlines. (Malooly, 2014) 
 
1.1 Research questions 
The competitiveness in aviation businesses and rapid developments in the industry 
bring changes as fast as every month. Thus, it is necessary to understand that a conti-
nuous research needed to generate realistic predictions and descriptions of market situ-
ations for a given period of time. This research makes a part of such a continuous re-
search of ancillary services and will take a closer look at the collected data to answer 
several research questions that can be formulated as follows: 
 
- which ancillary services interest generation Y during their journeys, 
- what services they prioritize when buying flight tickets, 
- how to optimize the sales of ancillaries to generation Y via direct channels, 
- which airlines on Finnish market stand out in their offer of ancillary services 
 
An important part of this work aims to compare how ancillary services are sold 
through direct channels of individual airlines, i.e. the websites of the airlines; how ag-
gressively the airlines offer ancillaries via their websites and how visible these ancillaries 
are for consumers who purchase directly from airlines.  
 
While airlines may differ in their sales approaches, their common goal is rather clear –
to maximize revenues of ancillary services. The solutions that the airlines work on are 
also rather similar – they aim at knowing their passengers better and at improving the 
efficiency of ancillary sales. Such a context enables airlines to act as retailer, relying on 
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precise understanding of customers, including the less known generation Y. That is 
why this work will intentionally relate all the research processes to the generation Y 
perspective: how they perceive the shopping context of airlines’ direct channels and 
what could enable them to respond positively to sales of ancillary services. 
 
1.2 Aims of the thesis 
One of the aims of this research is to conduct a survey of generation Y, using quantita-
tive and qualitative questions on the topic mentioned above, as part of an online survey 
distributed to the potential respondents via a software tool. (http://webropol.com) 
 
One more way of collecting data is a large industry event that attracts generation Y, 
such as MATKA Travel Fair (http://matkamessut.fi), whereby a visit to the event can 
result in a bigger scope of the respondents, all with a strong interest in the travel and 
tourism industry, either as professionals or as customers.  
 
Since the research questions push the thesis to identify what, how and how much gen-
eration Y want from ancillary services, at least one hundred fifty respondents are ne-
cessary to make reliable observations. And if more answers are collected, then chances 
to claim objectiveness are higher for this thesis. 
 
The second aim is to use desktop browsing and a mystery shopping method to investi-
gate and compare ancillary services offered via direct sales channels of the most com-
monly booked airlines on the Finnish market. This means that the author would enter 
the details of a particular trip into the booking engines of the direct sales channels of 
each selected airline to see what service elements are included in the airlines’ fares and 
what is offered for a separate purchase. The authors` intention is to make a compari-
son table of the selected airlines, the ancillary services they offer via their direct chan-
nels, how transparent these ancillaries are for the customers and how flexible the sales 
process is for the customers. Another intention is to see which airlines have a better 
understanding of their customer’s needs and values, which airlines offer ancillary ser-
vices in ways that are more visible and attractive for the consumer.  
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1.3 Methodological approach 
The above suggests that the research path contains desktop browsing, online question-
naire and a visit to the fair to collect more data. Thus, the methodological approach 
used here to answer research questions is rather inductive, i.e. the research will rely a 
lot on the primary data it collects. This approach is justified since there is an insuffi-
cient quantity of academic literature about ancillary services.   
 
Yet the author will still review a lot of relevant information available in the industry. A 
look will be taken at Tourism Information Technology (Benckendorff, et al., 2014), 
reports commissioned by IATA e.g. ―The Future of Airline Distribution‖, reports writ-
ten by SITA such as Air Transport Industry Insights; Ancillary Revenue Yearbook 
(Sorensen, et al., 2014) and other. Such sources are very useful due to the information 
they contain about airlines and the future of the industry. 
 
When mystery shopping via direct channels of airlines, the same dates and destination, 
preferably medium-haul flight to have enough ancillary options included and offered 
will be used across all airlines. And when a survey is designed, both qualitative and 
quantitative questions will be used with generation Y in mind. 
 
1.4 Structure of the thesis 
The thesis includes five chapters. Chapter 1 is introductive – it involves information 
about the topic of the thesis, the commissioner and the author. It highlights the aims 
of the thesis, its methodological approach and the scope of the work. Chapter 2 covers 
the theoretical framework. It describes ancillary services, revenues in ancillary business, 
and generation Y. Chapter 3 presents the collected data from the survey, results and 
the interpretations. Chapter 4 covers the comparative analysis of the selected airlines 
and their direct channels. Chapter 5 concludes with a SWOT analysis of the thesis, re-
liability and validity, key findings and suggestions for the commissioner.  
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2 Theoretical framework 
2.1 Ancillary services and ancillary revenue 
According to Sorensen & Lucas (2014), the ancillary revenue is defined as revenue 
beyond the sale of tickets under the different categories - a la carte features, frequent 
flyer activities, commission-based products and advertising sold by airlines. Here are 
the sources of ancillary revenue for the airlines described in more detail. 
 A la carte category involves different ancillaries, which customers can buy or 
add to increase the positive experience during the journey. List of ancillary ser-
vices continues to grow and most known ancillaries include sales of food and 
beverage during the flight, check-in and boarding priorities, baggage, seats with 
more legroom and comfort, various fees according to the type of payment, en-
tertainment on-board, Wi-Fi. 
 Frequent flyer programs are systems of collecting miles or points for the flights, 
spending them afterwards for the various activities - from discounts on wrist 
watches to discounts on hotels 
 Commission-based products are commissions from selling hotels, car rentals or 
insurances by an airline 
 Advertising revenue comes from on-board magazines, sales or advertisements 
at airport, aircraft, gates etc.  (Sorensen & Lucas, 2014) 
 
One of the first conference event son the topic of ancillary revenue took place in No-
vember 2007 in Frankfurt, where 240 professionals gathered to ―experience something 
new‖, as it was said in open speech by Jay Sorensen, who was managing the Airline 
Information event. The conference materials claim that Ryanair was the first to intro-
duce the unbundled service to their customers, although in 2005 ancillary services were 
introduced also by United Airlines and Flybe on their websites.  (Sorensen J. , 2014) 
 
United Airlines started by selling annual subscriptions, which were called ―Economy 
Plus Access‖, with an idea that customers would have an option of paying an amount 
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of $299 for 12 month subscription for extra leg room in the first seat-rows in aircrafts. 
People were given the choice of ancillary services, but these were insignificant, because 
only the extra legroom was offered. At the same time Flybe reduced the cost of the 
tickets, yet started to collect money for baggage - 2 pounds (about 2, 76 euro at the 
time) if the bag was registered online, and 4 pounds (5, 52 euro) if on the spot. Similar-
ly, one month later in January 2006 Ryanair introduced the same approach - cutting the 
ticket prices, instead of collecting money for luggage.  (Sorensen J. , 2014) 
 
The next year after the conference in Frankfurt, the airline industry entered rather dif-
ficult times - jet fuel prices increased from 2 to 4 $ dollars per gallon in almost one 
year, which was the main reason to start looking for profit from different sources. 
Consequently, many US airlines started collecting baggage fees on domestic flights, and 
at the end of the year 2007, US airlines had ancillary revenue from checking bags for 
the sum of $464 million. After five years, in the year 2012 the ancillary revenue was 
almost $3.5 billion. Since the first conference, which has changed the attitudes to ancil-
lary services many airlines from Europe started to behave in the same way, selling tick-
ets and ancillaries separately, first, low cost carriers who understood that baggage fees 
are vital for their niche. When in 2013 major European airlines started to struggle in 
their own business, many carriers such as Air France, British Airways, Iberia, KLM 
inherited behavior of US colleagues and unbundled their services as well. 
 
International Air Transport Association (IATA) believes that ancillaries are a key driver 
to an improved financial state, and without them the airline industry would lose 
profitability from their essential services – seats and cargo.  (Sorensen J. , 2014) 
 
According to Sorensen J. 2014, in 2013 the average ancillary revenue per passenger 
across 59 airlines was $16. In the year 2013 IATA predicted that the minimum ancillary 
revenue per passenger will be $6, and 44 out of 59 airlines crossed the threshold of 6$, 
starting from China Eastern at 6.43$ to Jet2.com at 55.61$ revenue per passenger. 
(Sorensen J. , 2014) 
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Back in the 2007, in the year when ancillary revenue was firstly seen, the top 10 airlines 
earned all together  €1,44 billion, where Alitalia in 10th place had a revenue of €49, 35 
million. In 2013 US Airways who stands in the last position in the top 10 had already 
the ancillary revenue of €814 million. As can be seen in Figure 1 below, total annual 
revenue per top10 airlines in 2013 was €15,05 billion, whereas in 2007 the top10 
earned from ancillaries ―only‖ €1,44 billion. In seven years the profit increased ten 
times, and it seems that it will increase even more in the upcoming years.  (Sorensen & 
Lucas, 2014) 
 
 
Figure 1. Annual ancillary revenue (in Euros) 
 
Figure 2 below shows that low cost carriers were leaders during many years for the 
percentage of ancillary revenue from total revenue. In 2007 it was Ryanair with 16, 2% 
of total revenue, now instead of Ryanair, Spirit has taken the lead in the ancillary reve-
nue with 38, 4%. Ryanair in 2013 took the fifth place, at the time when Spirit was the 
first, Wizz Air the second and Allegiant the third. Low cost carriers always make it to 
the top of airlines with ancillary revenue. That is the case with Spirit Airlines, who 
earned first place by aggressive sales approach and by an ability to offer extra-low fares 
and minimizing price of ancillary services.  (Sorensen & Lucas, 2014) 
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Figure 2. Ancillary revenue as a share within total revenue 
 
Figure 3 shown below indicates the top 10 airlines and their ancillary revenue per pas-
senger. The leader in 2013 was Jet2.com, a leisure-oriented airline based in Scotland 
and northern England with €41, 05 per consumer. This can be compared with the 
leader’s results in 2007 – Allegiant airline having €9, 95 per passenger. Jet2.com leads 
the top list because of its master’s attitude to the a la carte behavior, variety of ancilla-
ries offered to customers while they are booking their flights on the website and many 
holiday offers. (Sorensen & Lucas, 2014) 
 
 
Figure 3. Ancillary revenue per passenger (Euros) 
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To summarize, the experience of ―unbundling‖ services in no longer a new way or be-
havior practiced by airlines. Ancillary revenue became essential in the airline industry, 
and the years have shown that it has had an outstanding impact on business. 
 
2.2 Generation Y 
Generation Y, called also Echo Boomers or Millennials, were born between early 80’s 
and mid 90’s. They are a new generation with a radically new perspective onto the 
world, different from previous generations such as Generation X or Baby Boomers. 
Generation Y were raised during globalization and when technology has been develop-
ing rapidly, so both globalization and technology have become integral in life of gener-
ation Y. (Schroer, 2004) 
 
The representatives of this age group have direct access to the internet, smartphones 
and TV. Y’s are described as sophisticated and technology wise generation, who are 
immune to the traditional business models. During the information era, they got used 
to the constantly changing world, tons of news every day and therefore it is difficult to 
surprise these young people. A close relationship with technology has changed their 
perception and since their childhood they got used to the attitudes ―the faster- the bet-
ter‖ and ―everything and now‖. This generation is also differently educated compared 
to other age groups, much more in the area of technology. In comparison with pre-
vious generations, Y’s have different vision, values and needs and they differ from oth-
er group like never before. (Schroer, 2004) For example, social media is populated by 
this generation 24/7, they adopted instant messages, emails, and they want 
connectivity, instant access and convenience.   
 
The key success factor with generation Y is to be significant and relevant for them in 
the short term. In the world, where everything is changing, only instant and immediate 
reaction matters to them. The only real time is ―now‖ time. Generation Y expects that 
nothing will stay the same, most of the things will change, and not even soon - things 
are changing right now. That is why generation Y are looking for uniqueness which is 
often their key to self-identification.  (Tulgan, 2009) 
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In general, they are described as tech-savvy – instant access to technologies since 
childhood; and family oriented – they prefer the method of ―work smarter, not 
harder‖. This means that Y’s prefer to have more balanced work shifts, instead of long 
hours, they want to have a balanced life fulfilled with interesting work that is useful for 
society and enough time for family and their own free time. This generation 
emphasizes family life, and the reason is the inherent conflict and difference with the 
generations who raised them – generation X and Baby Boomers. Y’s saw their parents 
as hardworkers who would spend days and nights working in order to provide for their 
children often at the cost of various sacrifices. This has changed the perspective of Y’s  
and that is why many critics consider Y’s as a lazy generation.  (Gibson, 2013) 
 
Yet they are not lazy, they just want to be useful. They want to enjoy life and to have a 
fulfilling and satisfying job environment. Generation Y are rather ambitious, they are 
confident about themselves and want the same confidence from others. They are good 
team players and communicators, and they want to be loved – as it can be seen in their 
commitment to social media channels, they have everywhere options to ―share‖ their 
opinions, like others, comment, be liked and commented as well. Usually, managers in 
the companies who are representatives of generation X share opinions about Y’s – 
managers see them as ambitious, not independent, irresponsible, passive, wanting to 
have everything right now yet doing nothing.  (Gibson, 2013) 
 
For generation Y, the pursuit of happiness is one of the basic and main goals in life. 
Communication company ZenithOptimedia has and conducted a survey in order to 
understand the factors which affect the happiness and productivity of generation Y 
representatives. More than six thousand responses were collected from an age group of 
20 to 35 years in ten countries – Argentina, Australia, United Kingdom,Spain, and 
other countries. ZenithOptimedia has identified the main factors that affect the lives of 
this generation: freedom and control. As it can be seenbelow, Figure 4 demonstrates 
the values of the average generation Y person. 
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Figure 4. Generation Y values according to ZenithOptimedia research 
  
On the side of ‖control‖, generation Y have identified most important streams in their 
lives – education, work, financial stability. Overall, they have to control many things 
such as establishing their lives, having financial wellness, starting their own 
business.Even ifthe Y’s are facing the economic troubles and social insecurity, when 
compared to their parents, the Y’s are seeking the work which fulfill them, they 
changetheir jobs many times before they will find the one.  
 
On the other hand, freedom has the same importance as control or financial stability 
for generation Y. Freedom is the second important factor for their satisfaction. Self-
expression is crucial for the majority of the people, as well as being ―the one and only‖, 
and social media push such needs even further.Yet with such social media exposure 
comes a significant disadvantage of the generation Y: even though they are confident, 
generation Y are vulnerable to opinions and attitudes of other people towards them.  
(Tan, Hasselt, & Collison, 2014) 
 
If one wants to attract Millennials as consumers, a good customer experience and the 
quality of a product are important. Additionally, advertising methods should be re-
considered, since generation Y value authenticity of the content very much. Here be-
low come several suggestions to consider when dealing with generation Y. 
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 customize products and services to match the requirements of individuals  
 personalize the offers to increase the trust in the brand 
 communicate and market via games and fun to increase appeal and loyalty  
 organize team playing environment for clients 
 offer something unique, even if it’s just a possibility ‖to be up to the date‖ 
 inform about everything that increases the value of your supply 
 make consumers feel that they are heard to generate useful feedback  
 avoid impersonal approach  
 avoid explaining unfamiliar things too much 
 make expectation an exciting part of the service (Fallon, 2014) 
 
One should also remember that key words of branding such as ―popularity‖, ―tradi-
tions‖, ―legacy‖ and ―reputation‖ mean almost nothing to the Y’s. Instead, the distinc-
tive details define the individuality of a product. (Tan, Hasselt, & Collison, 2014). 
Apart from the quality of the product, generation Y assesses the quality of the compa-
ny. If the product is great, yet the supplier does not match the ideals of generation Y, 
purchase will probably not be made. The generation Y pays attention to the brand im-
age and to what people, who run the business, thinks and do.  
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3 Data collection and data analysis process 
The process of the data collection for this work is divided into two parts – the first 
part brings the data via an online survey, designed at webropolsurveys.com. The survey 
includes fifteen questions, with three qualitative (open ended) and twelve quantitative. 
The questions measure customer satisfaction, relevant criteria while flight booking, the 
respondents’ familiarity with ancillaries, the importance of ancillaries, and respondents’ 
future expectation. 
 
The initial intention was to collect one hundred fifty responses, both online and in real 
life by distributing physical copies. The survey was also meant to be distributed via 
social media, while the responses to the physical copies of the survey resulted from the 
largest event in the travel industry in Northern Europe (January 15-18, 2015) at Hel-
sinki Exhibition & Convention Centre.  
 
The total number of collected responses amounted to 200. As many as 80 responses 
were collected during the Matka Travel Fair 2015 and another 120 by an online survey. 
The results of the research will be presented in the sections following below. Each sec-
tion will introduce the results in two ways - for all respondents and for generation Y 
representatives in particular. 
 
Secondly, the data will be collected via desktop browsing with mystery shopping across 
the websites of the airlines, i.e. direct channels. My intention is to make a booking for 
particular dates and destination, always the same for all ten airlines. I intend to collect 
the info about all the ancillaries, which are offered, and then put the data together and 
analyze the advantages and disadvantages of each website. 
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3.1 Background information about the respondents 
This section shows the background information about the respondents, which was 
collected via the first three questions of the survey – gender, age and frequency of 
flights.  
Gender 
 
Out of 200 respondents, the number of males and females in the sample were almost 
equal – 101 for males, 99 for females making it 50, 5 % to 49, 5 %. 
 
 
 
generation Y’s were 70 males, 59 females. Total number – 129 (64, 5%). 
 
Figure 5. Gender 
 
 
Age 
 
Respondents were asked to define their age, in order to understand whether they be-
long to Generation Y or not. There were five different age groups: Below 20, 20 to 35, 
36 to 45, 45 to 60 and above 60. The results were as follows: 
 
Figure 6. Age 
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 ―Generation Y‖ were the majority of the respondents– 129 (64, 5 %), 36 to 45 years – 
27 (13, 5%), 45 to 60 years – 14 (7 %) and above 60 years were 8 respondents (4 %). 
 
 
3.2 Booking process 
This section shows what affects the respondents’ decision concerning booking of the 
flights and which search method is chosen for the booking by the respondent.  
 
Frequency of flights 
How often does the respondent fly per year – less than 1 time, 1-3 times, 4-10 times, 
10-15 times, more than 15. The results were as follows: 
 
Figure 7. Frequency of flights 
 
As many as 30 (15 %) respondents have not traveled last year, 104 (52 %) flew 1 to 3 
times, 44 (22 %) flew 4 to 10 times last year, 9 (4, 5%) travelled 10 to 15 times and 13 
(6, 5%) respondents travelled more than 15 times. The majority of the interviewees 
have been travelling 1 to 3 times per year. 
 
Generation Y respondents answered similarly: the majority 76 (58, 9%) travel from 1 
to 3 times, while 20 (15, 5%) flew less than 1, 25 (19, 4 %) travelled from 4 to 10 times, 
4 (3, 1%) from 10 to 15 times and 4 (3, 1%) flew more than 15 times last year. 
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Search method 
 
Question 4 showed which search methods and booking tools respondents usually use. 
 
Figure 8. Search method 
 
As it can be seen above in Figure 8, as many as 69 respondents (34, 5%) prefer to use 
airlines` direct channels (websites), 45 (22, 5%) are used to rely on online-travel agen-
cies, half of the respondents – 103 (51, 5%) use metasearch engines, 17 (8, 5%) book 
flights via the mobile applications, the 22 (11 %) call to travel agencies, 13 (6, 5%) call 
airlines’ offices and 6 respondents prefer to use another ways (unspecified).. 
 
The responses of generation Y representatives were as follows:  48 respondents (37, 
2%) use direct channels, 28 (21, 7%) prefer online-travel agencies, the majority – 76 
(58, 9%) are using metasearch, 10 interviewees (7, 75%) tend to use airlines` mobile 
applications, the 12 (9, 3%) visit travel agencies, 7 (5, 4%) call the airlines` offices and 1 
person use would use other (unspecified) ways. 
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Most important criterion 
 
This question was asked to understand what people prioritise when booking flights.
 
Figure 9. Most important criterion 
 
Figure 9 shows that 42 respondents (21 %) prefer comfort over price and time of 
flight, about two thirds - 133 (66, 5%) consider the price most important, 12 (6 %) pri-
oritized the time of the flight and 13 (6, 5%) selected the option ―other‖ which in-
cluded ―all the above‖ and ―aircraft type (safety)‖. 
 
Generation Y’s responses are as follows: 103 (79, 84 %) prioritized prices; 17 (13, 17%) 
chose comfort, 3 respondents (2, 32%) – the flight times and 6 (4, 65%) chose ―other‖. 
 
For generation Y representatives the price was the most important criterion, even 
though their age range is about 15 years and they include not just students but also 
young professionals, the price remains the most important criterion. 
 
3.3 Familiarity with ancillary services 
The previous section reviewed those survey questions that concerned ancillaries and 
their value for respondents. The following sections review the questions that relate to 
the familiarity, importance, preferable changes, and the choice of ancillaries that make 
sense to pay for.  
 
The question ―Are you familiar with ancillary services provided by the airlines?‖ was 
asked to understand whether respondents are aware of the subject of the survey. 
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Figure 10. Familiarity 
 
Most of the respondents, 166 (83 %), answered ―yes‖, i.e. that they are familiar with 
ancillaries, yet 34 (17 %) selected ―no‖ and wrote down their comments: 
 
- never heard of them 
- nobody told 
- don’t read the messages 
- don’t pay attention 
- haven’t seen them 
- never check 
 
The responses of generation Y were as follows: 115 (89, 14 %) ―yes‖ to 14 (10, 86 %) 
―no‖. 
 
3.4 General importance of ancillaries 
Are ancillaries actually important for people who are flying? 
 
Figure 11. General importance of ancillaries 
 
As many as 132 respondents (66 %) were quite sure and answered ―yes‖, while 68 
people (34 %) answered ―no‖ and commented: 
 
- I can easily travel without them 
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- I usually sleep on the flight 
- I almost never use them 
- They cost and I try to fly the cheapest possible 
- They are not relevant 
- I just need a seat 
- Price is important 
- Economy 
- Save money 
- Price is most important, but it depends on the length of flight 
- The main point for me is the safety and inexpensiveness of flight 
 
Even though the majority of generation Y are familiar with ancillary services, only 87 
people (67, 44%) answered ―yes‖ about the importance, and 42 (32, 55%) selected 
―no‖. 
 
This probably means that people are not urging for ancillaries, they are instead trying 
to save money. Younger generations prefer to pass without ancillaries, and inexpen-
siveness of the journey remains important for them. 
 
3.5 How actively ancillary services are offered 
The question ―do you feel you are actively being offered the option of booking ancil-
lary services by airlines` website or mobile application‖ was in the survey to see, 
whether people like how ancillaries are offered. The answers can be seen below in Fig-
ure 12. 
 
 
Figure 12. How actively ancillary services are offered 
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Half of the respondents, 100 (50 %), selected an option ―hard to say‖, 65 (32, 5%) 
wrote ―yes‖ and 35 (17, 5 %) answered ―no‖. 
For generation Y, the responses were: more than half, 73 (56, 58 %), said ―hard to 
say‖, 37 (28, 68 %) said ―yes‖ and 19 (14, 72%) interviewees said ―no‖. 
 
3.6 Possible changes in the system 
The ninth question related to possible changes in how ancillary services are offered. 
 ―Would you like to have something changed in how the ancillary services are being 
offered? If yes, what specifically?‖, The answers to that question are listed below: 
 
- Not to offer them so aggressively 
- I want to see it in advance, like I am actually doing shopping from Amazon or EBay 
- More information about services and what are the customer benefits 
- They are not always clearly promoted as ancillaries – it is hard to say when a service is considered 
ancillary. It should always be clear if a service is included in the ticket or if it’s extra cost and free-of-
choice. 
- More information while booking on web page 
- When booking flights sometimes some services (e.g. Insurance) is already chosen and you need to can-
cel choice to not to have it… that is annoying. It is good that they are clearly offered and at what price, 
but they should not be pushed or “tricked” to the customer. 
- Info about the possibility of having them in general could be offered more 
- It makes sense for a company to let us know what services they offer, unless they do it too often with-
out collecting information about the customer. The offer should be customized and as relevant to a cus-
tomer as possible. 
- Well, I think people should be better informed in what comes to different services that are provided by 
airlines. Then again, I don’t fly often enough to have enough dedication to get involved in knowing 
more about these services. 
- It would be great to buy ancillary services as a gift for somebody else. 
- There could be just one list with the ancillary services available and their prices to choose from, with a 
clear message that those are optional. 
- Services and extra fees could be much better presented before making the final reservation 
- for sure, more visibility 
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- I do not like aggressiveness of offers them. 
- Do not offer them so aggressively 
- More options to improve comfort 
- They should be offered, but not as forced upon by the websites when buying tickets. 
- Hope airline companies and booking agencies won’t push them at their website in the future  
- Offer by phone 
- Smoking areas 
- It would be nice if long areas would be more approachable by budget travelers. 
 
At the same time, almost forty respondents answered ―No‖, i.e. they do not want to 
see any changes in the future. 
 
As can be seen, most of the respondents consider that ancillary services are offered 
aggressively on the websites of airlines, and perhaps it would make sense to offer ancil-
laries in another way, without forcing people. Of course, airlines must make profit and 
that is the main reason why ancillaries are pushed. Nevertheless, people want to see 
them offered in a lighter way. Some respondents said that more visibility it needed. It 
would be a good idea to have a clear list of all ancillaries offered, whereby customers 
could see the price and whether the ancillary in questions compulsory or optional. This 
would make it much easier for people to choose ancillaries. The answers also suggest 
that the offer of ancillary services should become simpler. 
 
3.7 Ancillary services worth paying for 
One of the most important questions – which ancillaries are worth paying for - was 
asked to understand the willingness of customers to pay, and what they want to pay 
for. The answers are given below in Figure 13. 
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Figure 13. Ancillary services worth paying for 
 
Most of the interviewees consider that Wi-Fi on board, changing/cancelling ticket and 
baggage is worth paying for. Half of the respondents have chosen Wi-Fi on board – 
105 people (52, 5%), while 99 (49, 5%) selected an option ―changing/cancelling the 
ticket‖. ―Baggage‖ has the third place – 89 (44, 5%), followed by ―meals‖ – 66 people 
(33 %). 
 
Almost the same amount of votes has ―insurance‖ - 45 (22, 5%), followed by ―extra 
legroom‖ – 44 (22 %) and ―advanced seat selection‖ – 43 (21, 5%). ―Entertainment on 
board‖ was selected 42 times – (21 %), while ―lounge access‖ – 38 people (19 %). 
Much lower numbers of votes were given to ―priority check-in‖ – 32 (16 %), ―priority 
security‖ – 31 (15, 5%), ―priority boarding‖ – 24 (12 %), ―sports equipment‖ – 22 (11 
%) and ―pre-order in-flight shopping‖ - 19 votes (9, 5 %). The option ―Other‖ was 
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selected by 3 respondents, with only one comment: - all of the above should be included in 
the basic ticket without additional pay. 
 
The responses of generation Y were very similar: with 80 (62 %) votes for ―Wi-Fi on 
board‖, ―changing/Cancelling‖ – 74 (57, 36 %), and ―baggage‖ – 70 (54, 26%). This 
was followed then by ―meals‖ – 45 (34, 88%). ―Insurance‖ and ―entertainment on 
board‖ both had 29 votes (22, 48%). Responses also included 27 votes for ―extra le-
groom‖ – (20, 93%), 24 (18, 60 %) for ―advanced seat selection‖, and 22 (17, 05%) for 
―lounge access‖. Priority based ancillaries were somewhat less appealing - 21 (16, 27%) 
for ―priority check-in‖, 14 (10, 85%) for ―priority security‖ and 13 (10, 07%) for 
―priority boarding‖. ―Sports equipment‖ – 16 (12, 40%) and ―pre-order in-flight shop-
ping‖ – 12 (9, 3%). 
 
The above results suggest that most of the respondents do not need priority services, 
although they would still mention the queues and difficulties with accepting waiting 
times. People clearly welcome the option of cancelling the ticket, Wi-Fi, and luggage. 
In their turn, generation Y also see the importance in the internet, changing/cancelling 
the ticket, baggage and meals. Additionally, all respondents seem to trust airlines and 
their service, as ―insurance‖ was selected only by 1/5 of the total responses.  
 
3.8 Importance of particular ancillaries 
This question checked how important each of the listed ancillary services is for cus-
tomers. Respondents could select from scale 1 to 5 following options: ―not important 
at all‖; ―rarely important‖; ―neutral‖; ―important frequently‖ and ―important all the 
time‖,  Figure 14 shows the results below. 
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Figure 14. Importance of particular ancillaries, Generation Y 
 
Figure 14 above shows that about 120 generation Y respondents evaluated each of the 
listed ancillaries. Lounge access for 71 respondents (59, 66%) is rarely important or not 
important at all, while 32 (26, 89%) expressed their opinion as ―neutral‖, and 16 people 
(13, 44%) thought that lounge access is important frequently or all the time. This gives 
―lounge access‖ rather low average importance– 2.29 points, when compared with 
―baggage‖ - 4.07. The lowest importance – 1.88 average points has the ancillary ―pre-
order in-flight shopping‖. 
 
For the ―advanced seat selection‖ 21 people (17, 5%) answered ―not important at all‖, 
23 (19, 16%) – ―rarely important‖, 27 (22, 5%) – ―neutral‖, 39 (32, 5%) – ―important 
frequently‖, while for 10 respondents (8, 3%) advance seat selection is important all the 
time. The average score – 2.95. 
 
Extra legroom has the same score as an advanced seat selection – 2.95, whereby 21 
respondents (17, 79%) thought ―not important at all‖, 26 (22, 03%) – ―important rare-
ly‖, 25 (21, 18%) – ―neutral‖, 30 (25, 42%) – ―important frequently‖ and 16 (13, 55%) 
– ―important all the time‖. 
 
Changing or cancelling the ticket proved its high importance for the respondents. 
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More than a half of respondents answered that this ancillary is important. For 37 res-
pondents (31, 09%) it was ―important all the time‖ and for 46 (38, 65%) it was ―fre-
quently important‖. For 21 respondents (17, 64%) the choice was ―neutral‖, for 12 (10, 
08%) - ―rarely important‖ and for 3 respondents (2, 52%) - ―not important at all‖. The 
average score – 3.86 shows that it is one of the three most important ancillary services. 
 
Priority services – check-in, security and boarding had all small amounts of positive 
answers – from only 4 (3, 36 %) to 9 (7, 56%) respondents who selected ―important 
frequently‖ and ―important all the time‖. ―Neutral‖ option was chosen by 21 (17, 6%) 
to 23 (19, 32%) respondents. Many respondents - from 51 (42, 85%) to 56 (47, 05%) - 
demonstrated that this ancillary is of little importance for generation Y. 
 
Wi-Fi on board is the second of the three most important ancillaries for people aged 
20 to 35 years. For the majority of the respondents – 66 (55, 46%) Wi-Fi on board is 
―frequently important‖ and 31 (26, 05%) answered ―important all the time‖.  
 
Entertainment on board showed following results: 15 (12, 71%) respondents both for 
―not important at all‖ and ―rarely important‖; 30 respondents (25, 42%) chose ―neu-
tral‖, 35 respondents (29, 66%) chose ―important frequently‖ and 23 respondents (19, 
49%) chose ―important all the time‖. Entertainment on board thus may be both im-
portant and unimportant for passengers, depending on their preferences. 
 
The importance of meals on board, perhaps, depends on the time and duration of the 
flight, which are the criteria for customers to choose ―meal‖ option and pay for it. For 
2 (1, 68%) respondents it was ―not important at all‖, 13 (10, 92%) selected ―rarely im-
portant‖, 39 (32, 77%) stayed as ―neutral‖. For 38 (31, 93%) respondents meal is ―im-
portant frequently‖ and 27 (22, 68%) respondents chose ―important all the time‖. 
Meals are thus still quite important ancillaries. 
 
―Baggage‖ has shown the highest results in Figure 14. For the majority of people (77, 
3%) baggage is needed and important. For 47 (39, 49%) respondents, baggage was 
―important all the time‖. ―Frequently important‖ was chosen by 45 (37, 81%) respon-
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dents. ―Baggage‖ is thus the most important ancillary service for the passengers, ac-
cording to Figure 14. 
.  
―Sports equipment‖ showed almost the lowest results in Figure 14, with 56 (47, 05%) 
respondents selecting ―not important at all‖, and 32 respondents (26, 89%) selecting 
―rarely important‖. Sports equipment is important only for a certain category of 
people, who despite their preferences buy the ancillary service to transport the equip-
ment. 
 
The lowest result from the above listed ancillaries was shown by ―pre-order in-flight 
shopping‖ with 64 (53, 78%) respondents selecting ―not important at all‖, 25 (21 %) - 
―rarely important‖, 16 (13, 44%) - ―neutral‖, 8 (6, 72%) - ―frequently important‖ and 6 
(5, 04%) - ―important all the time‖. As it can be seen, for the majority of respondents 
―pre-order shopping‖ has very little relevance. 
 
Thus, the overview of Figure 14 shows that the most important ancillaries for the res-
pondents were baggage, Wi-Fi on board and changing/cancelling the ticket. This is 
perhaps rather logical, since people usually travel with luggage. They also want to in-
sure themselves for the changes in travel plans, and have access to the internet on 
board for leisure or business.  
 
The airlines thus could consider these three ancillaries as important for the average 
traveler and optimize their pricing policies for the ancillaries, ensuring that the custom-
ers get the desired value for the money they pay. 
 
 
3.9 What could be important for the age group of 20 to 35 years old 
This open-ended question was asked to see whether there is an ancillary service, which 
was not listed in Figure 14above. The results are listed below. 
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- A possibility to cancel and change tickets 
- Extra legroom, meals and baggage 
- Wi-Fi, meals, advanced seat selection 
- Wi-Fi, baggage, meals, changes & cancellations 
- Wi-Fi on board 
- Changing/cancelling, Wi-Fi 
- Wi-Fi, meals, baggage included in the price 
- Baggage 
- Basic necessities as food and baggage 
- Those which makes flying easier, no hassle, saves your time, makes your flight comfortable 
- Mile high club invitation 
- Insurance, Wi-Fi 
- Movies if long-haul flight 
- Sports equipment included 
- Sports equipment, Wi-Fi 
 
Wi-Fi was mentioned more than 50 times in the answers, baggage and cancelling tick-
ets – more than 20 times. These responses (to the open-ended question) confirm the 
results of Figure 14: the respondents’ value the internet, baggage and a possibility to be 
flexible with their flights. 
 
3.10 Expectations in the nearest future 
The question allowed the respondents sharing their ideas on how airlines should ex-
pand the list of ancillaries and offer the travelers new services during their journey. 
While many respondents did not participate, several answers were still collected and are 
listed here below. 
 
- Beds 
- Possibility not to switch off mobile phones 
- Advanced entertainment services 
- Selling books 
- Cheaper prices, additional selection of food and beverage 
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- More space for legs by default 
- I think it would be really amazing to make “quiet zones” on the plane. So passenger would be able 
to order this ancillary and make sure there will be no screaming infants or loud drunk people around. 
- Free meals and luggage 
- Library 
- Shows on long-haul flights 
- Wi-Fi, entertainment, baggage cost lower; student discount 
- Blu-ray cinema 
- Sleeping places and plug sockets 
- Free Wi-Fi at all times 
- Free meals on board 
- Personalization 
- Educational programs as part of in-flight entertainment 
- Free Wi-Fi, more comfortable seating (such as air-coach that Air New Zealand has), fully flat beds 
in business class with all airlines, shorter and more efficient check-in and boarding routines (automated 
with biometrics for example) 
- Waiting at the airport is annoying, cueing is problem. You cue everywhere. Most annoying is to wait 
for the bus drive to airplane and then try to get in the crowded bus. And there is usually hot or too 
cold, and in a worst case scenario you wait again for other passengers to arrive to the bus.... Those are 
things which need to be taken care of soon. 
- Please help families with children, with small kids. Figure out, create services for them. Flying with 
kids, it is not a pleasure.  Usually you have a huge amount of luggage, even the check-in process in 
stressful. 
- Blankets and sleeping seats 
- Smoking areas 
 
The above comments suggest possible ancillaries as the respondents hope to see smok-
ing areas, libraries, bars, more fun or quiet zones. From my point of view, it would be 
interesting to be offered a choice of both educating and entertaining reading material 
for the flight when buying a ticket. Other comments clearly indicate that the respon-
dents hope for more comfort – legroom, blankets, bigger seats, etc.  
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3.11 Statements 
The following statements were asked in order to see the attitude of customers to the 
ancillary services and the personalization in the airline industry. The answering options 
ranged from ―Disagree‖ equal to 1 to ―Agree‖ equal to 5, with ―Somewhat disagree‖ - 
2, ―Neutral‖ - 3 and ―Somewhat agree‖ - 4 in between. 
 
Figure 15. Statements 
 
As Figure 15 shows, the first statement ―Ancillary services make flying easier and more 
enjoyable‖ had only 2 respondents choosing ―somewhat disagree‖, while the majority 
of respondents answered ―Somewhat agree‖ – 58 people (47, 93%), and ―Agree‖ – 51 
(42, 14%), making it 90% for those who are on the agreement side. 
 
The second statement ―Ancillary services allows airlines to provide customers a perso-
nalized service‖ had only 2 respondents choosing ―somewhat disagree‖, while the ma-
jority of respondents had a positive attitude toward the statement. ―Somewhat agree‖ 
was chosen by 40 (33, 61%) respondents, and ―Agree‖ by 60 (50, 42%) respondents, 
making it almost 85 % for those who are on the agreement side. 
 
The statement ―Personalization in the airline industry is a step forward‖ showed similar 
results, with a few more respondents who were on disagreement side: 38 (31, 93%) 
respondents―agree‖, 49 (41, 17%) respondents ―somewhat agree‖, 27 (22, 68%) res-
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pondents chose ―neutral‖,  3 (2, 52 %) respondents ―somewhat disagree‖, and 2 (1, 
68%) respondents ―disagree‖. 
 
The statement ―Airlines offer enough ancillaries to their customers‖ had the following 
results: 3 (2, 45%) respondents chose to ―disagree‖, 6 (4, 91%) respondents preferred 
to ―somewhat disagree‖, 36 (29, 50%) respondents chose ―neutral‖, 41 (33, 60%) res-
pondent chose to ―somewhat agree‖, and 36 (29, 50%) respondents chose to ―agree‖, 
which means that for the majority of respondents new ancillaries are not very much 
needed.  
 
The statement ―Ancillary services are easy to book/order‖ brought the following res-
ponses: Respondents were quite sure that it is easy to book the ancillaries with 35 (29, 
16%) respondents chose to ―agree‖, 45  (37, 5%) respondents chose to ―somewhat 
agree‖, 36 (30 %) respondents chose ―neutral‖, and only 2 respondents chose to be on 
the disagreement side. Thus, most respondents think booking ancillaries is rather easy.  
 
The last statement ―I look forward to see how amount and variety of ancillary services 
will be improved‖ showed the following results: 49 (41, 52%) respondents chose to 
―agree‖, 28 (23, 72%) respondents chose to ―somewhat agree‖, 37 (31, 
35%)respondents chose ―neutral‖, 4 (3, 38%) respondents chose to ―somewhat disag-
ree‖, and nobody chose to disagree, which shows that the respondents are rather inter-
ested in following the industry developments. 
 
The results above show that the respondents are rather interested in ancillaries have a 
positive attitude. There were also few open-ended comments: 
- Airlines must also be able to reimburse the costs of ancillary services if it so happens that the services 
are not available during the flight due to change of aircraft or other. 
- Ancillary services are just an icing on the cake. There are only three really important things in flying 
with western airlines; ticket price, flight durations and times in this order. 
 
  
32 
4 Ancillary services via direct channels 
The second aim of the thesis is to study direct channels of airlines via mystery shop-
ping (desktop browsing). For that, the study chose some of the commonly booked 
airlines on the Finnish market. The selected airlines are listed below with their IATA 
codes and names. 
 
 AY – Finnair 
 LH – Lufthansa 
 SK – SAS 
 DY – Norwegian Air 
 AB – Air Berlin 
 AF – Air France  
 BA – British Airways 
 TK – Turkish Airlines 
 BT – Air Baltic 
 KL – KLM 
 
The study focused on the economy class, following the preferences of generation Y 
representatives who tend to choose lowest fares. The itineraries to compare across di-
rect channels were medium-haul flights (approx. 3 500km) as these usually allow for 
several ancillaries such as meals and carry-on baggage. The mystery shopping would 
thus allow studying everything that is offered with the fare, the pricing of the offers, 
and how attentive the airlines are to the needs of generation Y shoppers. 
 
The main aim of the mystery shopping is to differentiate airlines among each other by 
their offers of ancillaries made via direct channels (airlines’ websites).  The mystery 
shopping allows the author of the study to experience and understand the airlines’ 
website ―behavior‖ towards their consumers – how easy it is to book ancillaries, how 
transparent the offers are, what the comparable prices are.  The dates and the itinerary 
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to study via the mystery shopping were chosen randomly – Monday, 4th of May to 
Sunday, 10th of May 2015, Helsinki (HEL) to Barcelona (BCN) for 1 adult. 
 
The author observed the booking of ancillary services offered and their visibility within 
the direct channels. The author’s observations were based on a rather subjective pre-
mise of mystery shopping, yet the author tried to adopt the views of generation Y 
while making observations. For example, flexibility was considered due to demands of 
generation Y’s want to have more control of their bookings. Similarly, customer-
oriented airlines’ behavior towards their consumers was considered, i.e. the amount of 
additional services and the number of options while booking. 
 
Finnair was chosen as the first direct channel to review. Dates, destination, and the 
ticket types were chosen as follows: ―Basic‖ (apart from ―Value‖ and ―Pro‖), 
with‖Basic‖ type offering minimum of services: 
 
 
Figure 16. Ticket type – ―Basic‖ - Finnair 
 
Figure 16 above represents the benefits provided and these are quite reduced: 
 Not permitted & non-refundable changes and cancellation 
 No lounge access 
 Priority security/check-in/boarding not included 
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 Chargeable seats according to the seat types: economy comfort; extra legroom 
and front row seats 
 
―Basic‖ includes 1 bag up to 23kg; 50% of Finnair Plus points; 1 carry-on baggage up 
to 8kg. 
 
Additional services were offered as follows: 
 Seat selection for additional price 
 Additional luggage 
 Cancellation & Trip-Interruption Cover; Travel insurance 
 
Considering the above, Finnair, as the first direct channel analysed, can be taken as a 
standard for comparison. The visibility, flexibility and customer orientation of Finnair’s 
booking process can thus be considered to be on a medium level. The following com-
parisons/analyses of other airlines’ direct channels will show whether other airlines and 
their ancillary booking process are more visible/flexible/customer-oriented than those 
of Finnair or less visible/flexible/customer-oriented. 
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The next analysis was the analysis of Lufthansa’s website, and the types of tickets seen 
were ―Economy Basic‖, ―Economy Flex‖ and ―Business Basic‖. ―Economy Basic‖ 
type offered the following services: 
 
Figure 17. Ticket type – ―Economy Basic‖ – Lufthansa 
 
Lufthansa’s basic ticket type included: 
 Ticket changes for the additional price of €65 
 Cancellation not permitted and non-refundable 
 Mileage points 
 Snacks included 
 Carry-on up to 8kg free of charge 
 1 baggage up to 23kg; additional luggage for €75 
 Sports equipment has to be requested separately 
 Economy check-in and no lounge access 
 
The options were almost the same as Finnair selling, although meal is included, addi-
tional baggage costs 3 times more than in Finnair (75€ versus 25€). 
Additional services were: 
 Seat selection - €10 - standard seat; €20 – extra legroom seat 
 Car rental 
 ―Secure your fare‖ 
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Insurance was not offered even at the last payment page. The authors’ impression 
about the direct channel of Lufthansa is as follows: visibility is low; flexibility is me-
dium and customer orientation also medium. 
 
Third direct channel analysed was Scandinavian Airlines (SAS) with ―SAS Go‖, ―SAS 
Plus‖ and ―SAS Plus Full Flex‖. Basic ―SAS Go‖ is presented below: 
 
 
Figure 18. Ticket type – ―SAS Go‖ – Scandinavian Airlines 
 
Basic ticket type of Scandinavian Airlines included only 3 options out of 8, as shown 
above, therefore other ticket types included all the options. These three were: 
 Baggage allowance of 23kg 
 24 hours prior boarding refund if cancellation takes place (ticket price was al-
most twice expensive than Finnair’s booking) 
 Mileage bonus 
 
 ―SAS Go‖ offered no changes permission, no front seats, no lounge access, no priori-
ties, no meal. The difference between basic ―SAS Go‖ and medium ticket type ―SAS 
Plus‖ was around €40-60, yet the ―SAS Plus‖ involved all the 8 options – free meal; 
bigger mileage bonus; fast track; change/refund. These ticket types included child dis-
counts: 2-11 years – 25 % discount and 0 to 2 years – 90 % discount. 
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No ancillary services were offered on the webpage of Scandinavian Airlines apart from 
those, which were included in the ticket fare. If travelers want to enjoy extra service, 
they would not be able to buy separate ancillaries yet would have to upgrade the ticket. 
For generation Y, overall upgrade can be a less desirable option as they may like to 
spend as little money as possible. Thus, visibility of SAS Go ancillary options was con-
sidered medium, flexibility low, and customer orientation also low because SAS Go did 
not offer any ancillary services apart from the those service element already included in 
the fare. 
 
 The next airline to analyse was Norwegian with the following ticket types: ―Low-
Fare‖, ―LowFare+‖ and ―Flex‖. The services included in the ―LowFare‖ were: 
 
 
Figure 19. Ticket type – ―LowFare‖ – Norwegian 
 
―LowFare‖ ticket description: 
 Non-refundable 
 Can be cancelled with no charges 4 hours prior to booking (within Europe) 
 Carry-on baggage up to 10kg 
 Wi-Fi is included (free on-board) 
 Checked baggage; seat selection; fast track and changes – additional payment. 
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Norwegian offered two options - either to upgrade from ―LowFare‖ to ―LowFare+‖ 
to secure 1 checked baggage up to 20kg and selection of a seat, or buy these service 
elements separately as ancillaries.  
When bought separately, the ancillary services offered included: 
 Baggage: 1bag - €27; 2 bags - €63 
 Seat selection - €9 (if not chosen –allocated automatically) 
 Special baggage – windsurfing/snowboard/surfboard/scuba diving equipment 
 Pet allowance 
 Insurance 
When compared to other airlines’ ancillary policies in direct channels, the visibility of 
Norwegian’s ancillary services can be seen as medium; yet their flexibility and custom-
er- orientation is very high. 
 
Air Berlin was the next analysed airline, and the available ticket types were ―FlyClas-
sic‖ and ―FlyFlex‖. The ―FlyClassic‖ included the following service elements (see Fig-
ure 20). 
 
 
Figure 20. Ticket type – ―FlyClassic‖ – Air Berlin 
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 Cancellation allowed only for long-haul flights 
 Rebooking allowed for additional payment 
 Carry-on baggage up to 8kg 
 Baggage up to 23kg included 
 In-flight meal 
 Mileage bonus 
 
As ancillaries for separate purchase, Air Berlin offered the following service elements: 
 Insurance (travel cancellation or travel reduction) 
 Delay and rebooking protection 
 Travel protection package 
 Seat selection for additional price 
 Additional or sports baggage 
 Meal choice (breakfast, snack, pasta, vegetarian, allergies) 
 Animal transportation 
 Car rental 
 
It seems that Air Berlin has a high amount of offered ancillary services, also the level 
of visibility is very clear and intuitively very understandable, flexibility and customer 
orientation are also high, since Air Berlin seems to provide a very wide range of service 
and the services provided are clear and simple. As an example, Figure 21 below shows 
the supply of ancillaries via the direct channel of Air Berlin. 
 
  
40 
 
Figure 21. Direct Channel – Ancillary services page – Air Berlin. 
 
Next airline to be analysed was Air France, and the following ticket types were availa-
ble: ―Economy CLASSIC‖ and ―Economy FLEX‖. Air France’s basic ―Economy 
CLASSIC‖ included the following service elements. 
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Figure 22. Ticket type – ―Economy CLASSIC‖ – Air France 
 
 Carry-on baggage up to 12kg 
 Entertainment – newspapers 
 Meal or beverage 
 Seat selection at check-in 
 1 baggage up to 23 kg 
 Mileage bonus for members 
 Changes of date and time for additional payment 
 Non-refundable ticket 
 
The service elements offered as ancillary services included the following: 
 Fare reservation, with fees 
 Variety of food types - baby food, child, bland, diabetic, allergen-free, gluten 
free, kosher, halal, Hindu, vegetarian 
 Insurance – comprehensive and cancellation only 
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Air France had a somewhat different booking process regarding to one service which is 
not an ancillary and was offered without any charges. A consumer could click on the 
button ―I require assistance (disabled persons and persons with reduced mobility)‖ and 
then tick in various fields ―hard of hearing‖, ―blind/visually impaired‖, ―wheelchair‖ 
etc. Such inclusion of the assistance into the booking process can facilitate the life of 
challenged travelers and this shows the high customer orientation of Air France. 
 
Overall, the visibility of the ancillary services offered by Air France is medium. There is 
almost no flexibility when it comes to ancillaries, yet customer orientation can be seen 
as high due to various service elements offered, a great variety of meals, and assistance 
to people with reduced mobility. 
 
The next airline to be analysed was British Airways. The ticket types were ―Econo-
my‖ and ―Business‖. It appeared that during the booking process all the necessary in-
formation regarding the flights and ancillary services was scattered all over the page, 
which made the visibility of ancillary services low when compared to other airlines. 
The service elements offered in the Economy ticket were as follows: 
 
Figure 23. Ticket type – ―Economy‖ – British Airways 
 
 Carry-on baggage; briefcase; laptop or handbag 
 Snack and beverage included 
 Mileage bonus 
 Booking changes – additional payment 
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The following service elements were offered as ancillary services: 
 Baggage up to 23 kg 
 Car rental 
 Seat reservation 
 
Overall, the visibility of ancillary services could be rated as low, flexibility as medium 
and customer orientation as high due to a variety of additional options– car rentals, 
hotels, attractions etc. 
 
Turkish Airlines were next to be analysed and the ticket types were as follows: 
―Economy Promotion‖, ―Economy Semi-Flexible‖, ―Economy Flexible‖ and ―Busi-
ness Semi-Flexible‖. ―Economy Promotion‖ ticket type is shown below: 
 
Figure 24. Ticket type – ―Economy Promotion‖ – Turkish Airlines 
 
Basic ticket of Turkish Airlines included the following service elements: 
 Non-refundable, no cancellation, no changes 
 No lounge access 
 Meal on-board (20 different types) 
 Checked baggage up to 30 kg 
 Seat selection free of charge 
 
There was no additional information about ancillaries such as insurance, entertainment 
on-board, pets, special baggage or mileage bonus. The amount of service elements  
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provided as ancillaries was minimal, so the visibility could be evaluated as medium, 
flexibility – low and customer orientation also low. 
 
AirBaltic’s direct channel offered ―Basic‖, ―Economy Smart‖, ―Economy Elite‖, 
―Business Smart‖ and ―Business Elite‖ ticket types. The ―Basic‖ ticket included the 
following service elements: 
 Discount for children 2-11 years – 25 %; child 0-2 years – 90 % 
 Carry-on baggage up to 8 kg 
 Checked baggage for additional price 
 Changes not allowed unless this option is purchased 
 Non-refundable 
 No priorities and lounge access  
 
Air Baltic offered the following service elements as ancillary services: 
 Lounge access 
 Seat selection 
 Meal services 
 Mileage bonus 
 Baggage 
 Fast-track 
 Insurance 
 Sports equipment 
 
AirBaltic had a separate page for the booking of all ancillary services and from the au-
thor’s point of view, the offered ancillary services were clear. 
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Figure 25. Ancillary services page – airBaltic 
 
AirBaltic` webpage left an impression that visibility of ancillaries, flexibility, and overall 
customer orientation were high. With all ticket types, a customer is able to purchase 
most of the ancillary services. Compared to other airlines,  AirBaltic` direct channel is 
highly advanced in terms of enabling customers to book ancillary services. 
 
The tenth airline picked up for comparison was KLM, and the ticket types for the 
economy travel class were ―Economy restricted‖, ―Economy semi flexible‖, ―Econo-
my fully flexible‖. The ―Economy restricted‖ included the following service elements. 
 
  
46 
 
Figure 26. Ticket type – ―Economy Restricted‖ – KLM 
 
―Economy Restricted‖ has the following conditions: 
 Date and time change is allowed – additional payment 
 No cancellation 
 Mileage bonus 
 Seat selection free of charge if economy seat 
 Carry-on baggage up to 12 kg 
 
The following service elements were offered as ancillary services: 
 Baggage up to 23 kg 
 Car rental 
 Cancellation insurance 
 Travel & cancellation insurance 
 
Even if special equipment and animal transportation were not listed, visibility of 
KLMs` ancillaries is high – all is understandable and clear. Flexibility and customer 
orientation are medium, as KLM provides a limited number of service elements as an-
cillaries. 
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Figure 27 below summaries the analysis of the chosen airlines via six columns - ‖Air-
line/ticket type‖; ‖ancillaries included‖ into the ticket; ‖ancillaries offered‖ apart from 
the ticket; ‖visibility‖; ‖flexibility‖ and ‖customer orientation‖. The symbols include: 
 - Baggage    - Pre-selected seat 
 - Sports equipment    - Meals 
 - Firearms    - Entertainment 
 - Pets     - Wi-Fi onboard 
 - Insurance    - Upgrade 
 - Mileage    - Additional baggage 
 - Transport    - Fast track 
 - Rebooking 
*Snacks as meals,  
**Carry-on baggage was included with each ticket,  
***airBaltic – Rebooking and On-time arrival guarantee in one icon. 
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Figure 27. Comparison of airlines` direct channels. 
 
From the consumers’ perspective, the unbundling of service into service elements that 
are sold separately as ancillary services should have the aim of providing satisfaction 
and comfort to consumers. As Figure 27 shows above, the amount of service elements 
offered for separate purchase as ancillaries is rather limited across most of the studied 
airlines. Thus for representatives of generation Y, who tend to start their itineraries by 
purchasing the lowest fare, most of ancillaries are not even offered for separate pur-
chase via direct channels. This could be a mistake on behalf of carriers. The choice of a 
lowest fare does not mean that the customer will avoid purchasing more service ele-
ments as ancillary services. And in order to raise the adoption of ancillary services and 
sell more service to generation Y, airlines should at least make ancillary offers while the 
lowest fare is booked. 
 
Three airlines out of ten are clearly customer oriented in terms of the above under-
standing of generation Y: ―Norwegian‖, ―Air Berlin‖ and ―airBaltic‖. As it can be seen, 
these three carriers provide a high flexibility for those consumers who purchase low 
fares, because people are given the possibility of choice. The choice of ancillary servic-
es is also high, and the transparency of ancillary services via direct channels is great. 
This is important for Generation Y, because they are able to customize the service. 
 
Carriers should consider generation Y as a very important segment of their business. 
For the year 2015 the amount of Y’s around the world is almost 25 %. As the world 
gets more global and more connected, professional changes in the lives of generation Y 
will lead to an outstanding amount of journeys. Hopefully, airlines will consider posi-
tively the interests, lifestyle, values of their younger customers and thus will get hun-
dreds of thousands loyal passengers for many years to come. 
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5 Conclusion 
This chapter will present the main conclusions of the research. The chapter will define 
the reliability and validity of the study; analyse the strengths, weaknesses, opportunities 
and threats found during the study; introduce the key findings; and make improvement 
suggestions for the commissioner. 
 
5.1 Reliability and validity 
Reliability and validity are important concepts to think of when conducting the re-
search. 
Reliability concerns the consistency of the research tools. The reliability of the research 
refers to the repeatability of findings.  (Bryman & Bell, 2007) Validity is a concept that 
refers to the accuracy, credibility and believability of the collected data. Validity also 
relates to the conclusions and whether they provide answers to the original research 
questions. Both reliability and validity depend research design. If, for example, the 
questionnaire is designed well, then it could reduce the possibility of subjective opi-
nions and potentially wrong direction of answers.  (Saunders, 2009) 
 
In the first part of the research, the responses of 200 people were analysed, and the 
sample is most probably large enough to see the trends. During the research, 80 res-
pondents were contacted directly at MATKA Travel Fair and 120 respondents were 
reached by online Webropol survey. Most of the online respondents shared their age 
range, which was needed for the research – 20 to 34 years old, i.e. ―generation Y‖. 
 
The second part of the research used the method of mystery shopping, and while the 
author tried to remain unbiased, the readers should keep in mind that the comparison 
of airlines’ direct channels is based only on the author’s experience. Perhaps, more pi-
lot studies and engagement of other analysts could make the research more reliable and 
more valid. Yet this was hardly feasible given the framework of the bachelor thesis. 
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5.2 Discussion 
This section reviews the strengths, weaknesses, opportunities, and threats of the study. 
 
Strengths 
One strength of this study was that a student, who is a representative of the generation 
Y, investigated the topic. The collected data answered the original research questions 
and uncovered the views of generation Y. The results can be beneficial for a range of 
businesses in travel and tourism, including the commissioner, Amadeus and airlines. 
 
Weaknesses 
One of the weaknesses was the limitation of the mystery shopping, whereby the author 
was not able to access data (offered services) beyond the pre-booking stage. An addi-
tional weakness comes from the rapid changes of the travel and tourism industry. The 
amount and the nature of ancillary services offered could change in the matter of 
months or even weeks. One more weakness was the lack of published academic litera-
ture on ancillary services and difficulties with getting access to airlines’ plans and busi-
ness strategies. 
 
Opportunities 
The findings of the study could suggest ideas on how to improve the direct channel 
sales of ancillary services. Successful ideas could help to understand customers through 
data analysis, optimize and personalize ancillary services, which in its turn can result in 
more profit and more satisfaction for customers. Additionally, the study can help the 
author to advance his understanding of the highly complex and inspiring industry. 
 
Threats 
First, with fast changes in the industry, it is difficult to make a prognosis about the sig-
nificance of this research. Secondly, the number of respondents could be insufficient 
to identify trends. Third, an incorrect analysis may lead to wrong conclusions and sug-
gestions. At the same time, the second and third threats have been managed rather 
well. 
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5.3 Key findings 
The key findings include the following: 
- the majority of the interviewees have travelled 1 to 3 times a year; 
- preferred search tools for generation Y are metasearch 59 % and direct channels 38 
%. 
The most important criterion for generation Y people is the price (80%). Respondents 
are familiar with ancillary services (89%).Ancillaries are seen as important by 67 % of 
respondents. In the list of ancillaries worth paying for the generation Y mostly hig-
hlighted three of them and made them more important – Wi-Fi onboard (62 %), ticket 
flexibility (57 %) and baggage (54 %). 
 
Yet many still disregard the ancillaries. Respondents would like to have different expe-
riences of ancillary offers; they consider that services are pushed too aggressively on 
the websites of airlines. Otherwise, even though generation Y act as if they do not need 
ancillary services, they will appreciate the improvements that the ancillaries bring to the 
travel experience. With the right sales strategy, generation Y can see ancillaries as the 
key towards easier and more enjoyable flights. 
 
5.4 Improvement suggestions 
According to the survey results and responses it is clear that for generation Y most 
important ancillaries are Wi-Fi, baggage and ticket flexibility. Most probably generation 
Y would be ready to pay a bit more to have flexibility, internet and baggage together 
rather than pay less and have only one of above mentioned services. 
 
The suggestions for future ancillaries were different – smoking areas in the aircraft, 
libraries, bars, more fun or quiet zones. Customers, who were speaking about quiet 
zones, unfortunately, would like to avoid small children or drunk/loud people travel-
ing, due to their behavior. People are waiting for different types of discounts – student, 
senior, etc. Having media libraries at various points of the journey could satisfy the 
desire of customers to read, educate, and entertain themselves. Additionally, consum-
ers are hoping for more comfort, not only in business class, but in economy class, too. 
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When comparing online direct channels, the majority of compared airlines had a li-
mited offer of ancillary services. When booking the lowest fare, the traveler is not of-
fered that many options to buy ancillaries. Three airlines –―Air Berlin‖, ―Norwegian‖ 
and ―airBaltic‖ are particularly transparent and customer-oriented. From the author’s 
point of view, other carriers could rethink their ancillary services strategy in similar 
terms to match the expectations of generation Y consumers.  
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